I. Introduction
The purchasing power of Chinese consumers rises with each passing day.In recent years, Chinese consumers have become the largest consumer group of luxury brands in the world.(Husband, P,2010) According to a new report compiled by HSBC, about a quarter of the world's luxury purchases are now made by Chinese citizens.which means 25% of luxury goods. Go through te HSBC report it shows that in 2007, china only purchasing5% of luxury goods in the world. It's increasing by 5% each years and the expert think the number of increasing will be more and more. The purchasing of Luxury goods was increasing by huge number and very fast speed. The increasing speed was similar with the China GDP growing. (Bouee,2012) This report will deeply researched on why Chinese buy a lots of goods.
Luxury goods to be researched in my report were only included expensive accessory which are watches, bags, shoes, apparel, perfumers and so on. How can a Chinese people buy a lots of Luxury goods? Chinese buying Luxury goods it shows the China economics has been increasing. Since 2000, the China economic GDP was increased a lot. China's gross domestic product stood at US$3.38 trillion while Germany's GDP was USD $3.32 trillion for 2007. This made China the world's third largest economy by gross domestic product.Based on these figures, in 2007 China recorded its fastest growth since 1994 when the GDP grew by 13.1 percent. (Xin,2009 ))The increasing economic was the most important reason to push Chinese buy Luxury goods. Because the Chinese become more and more reach. They try to have a better life and pursue the famous and precious brand. Before 2012 the American and Japan were the largest Luxury goods purchaser. (Bouee,2012) Other reason was also irritate Chinese to buy Luxury goods very crazy. Luxury goods refer to those top branded consumer products which are beyond the living needs of ordinary people. Therefore, the foreign luxury lovers and collectors tend to be the old and rich people. The luxury goods mostly are products with cultural connotations and owning the luxury goods means to have a culture. However, there mainly are three luxury consumer groups in China: the rich flaunting fortune and manifesting identity, the young people gaining a sense of satisfaction and the bribers for mutual collusion and commercially "hidden rules." ( Wood, Zoe,2011) With the rapid development of national economy and the enhancement of the purchasing power, the luxury consumption Chinese people also got a certain development. The consumer perception of the people to the luxury goods needs to be guided and showing off the wealth to prove their self-esteem shows a lack of intrinsic value. If the people of a state become materialistic and especially worship the luxury goods, it will mislead and distort people's value of the society, increase the psychological imbalance of low-income groups and affect the social harmony and stability.
The purpose of this research is to analysis what are the most important etc that makes Chinese purchasing Luxury goods?
II.
Litureture Review
Theories of definition
Attitude (from the Greek λογική, logos) has two meanings: first, it describes the use of valid reasoning in some activity; second, it names the normative study of reasoning or a branch thereof. In the latter sense, it features most prominently in the subjects of philosophy, mathematics, and computer science.
Motivation is a psychological feature that arouses an organism to act towards a desired goal and elicits, controls, and sustains certain goal-directed behaviors. It can be considered a driving force; a psychological one that compels or reinforces an action toward a desired goal. For example, hunger is a motivation that elicits a desire to eat. Motivation is the purpose or psychological cause of an action.
Influence is a power affecting a person, thing, or course of events, especially one that operates without any direct or apparent effort: relaxed under the influence of the music; the influence of television on modern life.
Hypothesis 2.21 relationships between tourism overseas and buying behaver
First, we can not be questioned is our luxury consumer market presents a huge potential for development, and contains two key growth drivers, namely: Chinese mainland market demand for luxury goods, and the Chinese people to the increase in the number of overseas travel.Is there any effects because more and more Chinese starting travel overseas. Chinese Though Chinese nationals continue to account for a large proportion of luxury purchases, only about 10% of those sales are actually transacted in mainland China. The rest of the purchases are frequently made overseas in territories like Hong Kong and countries like Australia, where a booming influx of Chinese visitors routinely spend triple the amount compared to the average American tourist.
H1: Tourism overseas has influence buying behaver

relationship between price advantage and buying behaver
According to the theory of consumer surplus, consumer spending goods or services for the purpose of gain utility, so the time of purchase, consumers always want to pay the money obtained to compare the effectiveness, measure, so that the payment of money to receive maximum effectiveness. It can be seen, the consumer is actually based on their usefulness for goods or services purchased wished to determine the amount of money paid. However, the actual price of goods on the market are often not in line with his subjective desire, does not necessarily mean that he wished to pay the price, which there is a difference between the price that consumers wish to pay the difference between the actual price and the market . If consumers buy a certain product or service is lower than the actual price he is willing to pay the price, consumers will get a surplus. This is why the outbound travel of Chinese citizens in the thermal loyal biggest reason to buy luxury goods. Purchase price of luxury goods in the country than in the foreign higher than 1/3 of the price.
Three-quarters of respondents said that foreign luxury goods priced lower than the domestic consumption of the important reasons is the drive (priced lower than domestic; 74% of the original authentic; 56% higher than the domestic rich product selection; 48% good service; 31% There are promotions or promotional package; 31% comfortable shopping environment; 30% mall is conveniently located; 22% just passing through; 22% promotional efforts; 9% with small packaging products; 8% large packaging products; 7%); followed by is quality assurance, nearly 60% of consumers believe that the purchase of luxury goods abroad more comfortable, able to guarantee to buy the "real thing"; Meanwhile, almost half of the respondents visitors (48 percent) believe that foreign brand variety, compared to domestic and greater choice.
Conformity with the imitative consumption of consumer choice is not entirely the result of personal choice independently, often subject to the influence of others. One result of this effect is to produce herd consumption. Means an individual from outside the so-called herd behavior of the crowd, while the judge in his own perception, cognitive performance in line with the majority in public opinion or behavior. In general, the behavior of group members, often have a tendency to follow the group, when he found his behavior and opinions inconsistent with groups or with groups most people have differences, it will feel a pressure, which prompted him to tend in line with the group. So herd of consumer behavior took place. People tend to pick the most likely. In order to avoid spending could lead to economic risks, social risks, especially when people are faced with the inherent quality of the product is difficult to make careful judgments or commodity prices are high, often with friends, colleagues, and worship of the community as a reference groups, these groups act by an individual to be a useful reference information. Especially the worship of groups, consumer behavior is a direct result of demonstration imitate, imitate the example of imitators due to consumer behavior and feel happy. According to a study (2007 HK) Chinese consumers are more vulnerable than the U.S. consumer reference groups.
H2: The price has influence buying behaver
Relationship between raising economy and buying behaver
One is to show luxury consumption through their own economic strength and social status: the other is through conspicuous consumption to maintain and create a personal relationship between survival and development of the network, the traditional Chinese cultural influence another luxury consumptions A performance of the "face" of consumption, in order to obtain personal "face." Even many people borrow money to buy a luxury. Vassal social need for most of the luxury consumption, the human resource is an intangible asset, it is often their interpersonal lives a very important part in the communication process are usually able to represent the product owners taste, knowledge, achievement and value standards. This is why a large number of middle-class people to buy luxury goods motives. And there will be reciprocity in China since ancient times, courtesy light weight friendship to reciprocate traditional culture. Dinners are interpersonal and engaging in commercial activities a commonly used method, but the severity is often one kind of gift component sincere reflection. Interpersonal communication is a very important emotional event, visitors will appear during outbound tourism shopping behavior, and in the buy local souvenirs will not give priority to buy domestic, wellknown, with local characteristics of the product as the preferred For example, we everyone knows the Japanese Shiseido "cosmetics, France's" Hennessy "wine, Swiss" Rolex "watches and so on, these famous luxury brand is also in the scope of their choice.
H3: the raising economy has influence buying behaver
Relationship between quality and buying behaver
Consumers have a tendency to kind of consumer goods in the choice of not only consider the performance of excellent product quality at the same time bring more attention to the extension of the value of products they buy is not just a commodity, but enjoy this luxury when purchasing The feelings of distinguished service, and this service allowed enough to feel that he is an elegant, the identity of the successful people, are also brought to experience this service to give its psychological implications of sexual stimulation, creating a sense of superiority. This article from the perspective of outbound tourism, outbound process for luxury consumption motives were analyzed, pointing out the motivation to buy luxury goods abroad mainly by price, conformity and imitation, show off, excellent quality composed of five major factors, but because of the level and ability of theoretical research on outbound tourism is still shallow, its lack of standardized management policy-depth study, which will be the direction of future research
H4: quality has influence buying behaver 2.25 Relationship between attitude and buying behaver
Nowadays,the number of Chinese rich people is rising. Chinese Luxury goods consumers actually were women and youth, Chinese women and the young age between generation of 80s and 90s are the major group of the Luxury goods consumer. A huge number of consumer are not rich but they still prefer the Luxury goods. According to the Roland Berger (Berger, 2012 ) 60% of the Luxury goods consumers in China between age 20-39. In western country only 38% of consumers belong to that age group. Since 2010 to 2012 young age consumers raising from 25% to 46%(The Boston Consulting,2012). In western countries most of the Luxury consumers only spend 4% of they wealth to purchase Luxury, but in China the number of low-tier class people purchasing Luxury goods is raising. They could spend 40% of Luxury goods to buy Luxury goods even more. Since the economic growing in China. People start to know about Luxury brands. People purchase Luxury goods for a lots of reason. Most of them for self-awareness and political bribery. With increasing exposure to luxury brands, Chinese consumers have started to develop agood knowledge of brands. The previously mentioned KPMG survey indicated that their respondents recognized 59 luxury brands in 2012, up from 57 in 2010 and 43 in 2008, and more than half of the respondents preferred to purchase well-known luxury brands, and almost 70% of the respondents would pay a premium for well-known brands. Moreover, many luxury consumers in China are beginning to appreciate the brand's heritage and their purchasing decisions are often based on the rich cultural heritage associated with the brand. Chinese consumers greatly appreciate the royal association and are more inclined to view the brand as being high class and high quality. Riding the boom of the e-commerce sector in China, many luxury retailers in China are making huge digital marketing efforts to increase brand equity. Social media has become an increasingly common marketing tool. Chinese consumers are becoming more technology savvy and are increasingly getting used to using social media to interact with brands, provide comments on products, and find new brands. According to a report by PricewaterhouseCoopers19, consumers in China are more actively engaged with social media: 57% of Chinese shoppers followed the brands on social media. (Berger,2012 Qualitative method is often used with aim to gain understanding of underlying reasons and motivations, to provide insights into the setting of a problem, generating idea or hypotheses for later or future research, and the last is to uncover prevalent trends in thought and opinion. However in this researcher, the researcher decided to chose quantitative method or research to conduct this study.
Sampling
The target population of this study consisted of Luxury Goods buyers in China Mainland. The Method of spreading questionnaire through China Luxury goods tribune and Google Drive. The data was collected from 15 th of October until 15 th of November , 2013.
Data collection
During this research date were collected through online information collection and questionnaire method. The question consist of Chinese customer buying behaver, shopping attitude and demographic. Which is adopt from previous research done by Cooper and Schindler(2006) . Data were collected over a two month period during October until November. from age of 18s to 60s by Chinese people who have owe-ned Luxury goods. Data were collected by 11 question in two sections. Section A is about personal shopping behaver. It focused buy customer buy Luxury goods attitude and psychological, it will deeply researched by Why people choose to buy Luxury goods. Section B will be focused by what kind of factors that influence Chinese to buy a lots of Luxury goods.
The questionnaire respondents had to choose one out of five responses provided for each statement. The available responses were ranged from 1 until 5 which represent respondents' agreements toward the statements Statistical Package for Social Science (SPSS) V. 16.0 Refers to the free library by Farlex about Statistical Package for Social Science (SPSS) is the most widely program or software that used to analyze data; for example basic statistical procedures such as frequencies , t-test, linear regression, multiple regression, means, factor analysis, and so on. In this research, the researcher will use SPSS to analysis the data that get from the questionnaire.
3.4Validity Test:
The validity test show how far questionnaire able to measure what the researcher want measure in this study. The validity test help the researcher to ensure that each of question that asked in the questionnaire is the right and appropriate question which each of question able to measure what the researcher want to measure. The Pearson's correlation coefficient is using to measure the validity of variables in research 
Reliability test:
Reliability is the consistency of a set of measurements or of a measuring instrument, often used to describe a test. Reliability is the ability of a measurement instrument to measure the same thing each time is used (Kultar Singh, 2010). In the research, Cronbach's alpha is used as the formula to test the reliability of the data. Cronbach's α is a coefficient use to rate the correlation of items in a test, teh coefficient of the reliability is range between 0 until 1. The value is close 1, which means that the reliability is better. If the value close 0, the reliability of the data used become less, variable is considered relibale if it has the value more than 0.70. the Cronbach α formular is:
Where: N= the number of components (items or test lets) α= instrument reliability's coefficient r = the average inter-item correlation among the items In this research, the calculation process is help by SPSS 20 software as a tool. Source: conducted by the researcher Decision Process: a. if the instrument has reliability coefficient point ≥0.6, so it can said as reliable b. if the instrument has reliability coefficient point ≤0.6, so it can said as not reliable.
Measurement Scale
The Likert Scale was developed by RensisLikert. It is the most frequently used variation of the summed rating scale. Summed rating scales consist of statements that express either a favorable or an unfavorable attitude toward the object of interests. The participant is asked to agree or disagree with each statement. Each response is given a numerical score to measure the participants overall attitude Cooper and Schindler (2006) . In this research, data is interpreted using five-Likert ScaleMalhotra, (2010) 
SPSS
This computer software would be used to input the respondents' answers, testing the instrument validity and reliability, and present respondents' answers.
Microsoft Excel
This computer software would be used to collect the answers of questionnaire.
Weighted mean
The weighted mean is known as statistical technique which enables us to calculate an average that takes into account the important of each value to the overall total ( Levin & Rubin,1998)
The formula of weighted mean is:
=symbol for the weighted mean W= weight assigned to each observation = sum of the weight of each element times that element = sum of all of the weight Equation 2: weighted mean formula Source: Levin, and Rubin 1998,p849
IV. Results Respondents Profile
This chapter will showed all the important findings that have the researcher have got from study. Based on the survey result, approximately, 73% of the samples are female. The 27% of the samples are male. The age majority of respondents are 18-25(21%), age 25-35(32%), age 35-45(35%), age 45-55(12%). The 26% of the samples they are students. The 74% of the samples are employees, business man or house wife.
Validity:
The researcher base on the independent variables, dependent variable, and the Likert Scale measurement, build the questionnaire below as the table 3.3. Each variable in questionnaire has five questions as listed below. The independent variable is marked as X, and dependent variable is marked as Y. Independent variable can be described as the variable that is manipulated by the researcher, "thereby causing an effect on the dependent variable" (Cooper and Schindler, 2006). It is the variable that can be manipulated, changed, or altered by the experimenter, independently of any other variable. Dependent Variable is the variable whose value is dependent on the experimenter's manipulations.
Table 1:
No. Question X1: Values X1.
1. Owning Luxury goods demonstrates success and social status X2.
2. Appreciate superior quality of Luxury goods,not just of the brand X3.
3. Own Luxury goods for sele-reward X4.
4. Own Luxury can bring confidence X5.
5. I own Luxury goods because they are popular in my social circle 
Table 4
In table 3, to get the easier and simpler way in making variable interpretation, researchers decided to consider rotated component matrix as the standard. the leftmost section shows the variance explained by the initial solution. Only four factors in the initial solution have eigenvalues over than 1, This suggests that four latent influences are associated with service usage, but there remains room for a lot of unexplained variation. The second section of this table shows the variance explained by the extracted factor before rotation. Minimal value for reliability test using Cronbach Alpha is 0.7 and this research result reliability test value is 0.756, mean the questionnaire is relatively consistence.
4.5
Discussion:
From this data analysis, we know that in these four factors (value, attitude, activities and purchase motivation), the last three factors, that are attitude, activities and purchase motivation is important factors, and the value is less important than other three factors. It means that for Chinese Luxury goods purchaser the price, self-awareness and the beautiful design with good quality is the most important reason that Chinese people love Luxury goods very much.
V.
Conclusion and Recommendation
Conclusion
This paper discussed luxury goods by trying to answer why luxury goods are so popular in China, as well as the economic impact of luxury goods. Starting with the first question on why China become the largest Luxury goods purchase country, it seems impossible to pinpoint this fact to a single reason. Instead, numerous factors, both economic and psychological, factor in customers' decisions to buy them. Many luxury goods exhibit superior quality compared to goods from other brands. In these cases, luxury goods can be seen as worthwhile investments for people buying them. Automobiles, jewelry, and other goods have clear advantages for paying more. For jewelry, the gem may be clearer or cut more intricately; for automobiles, performance may be better. In some cases, though, luxury goods offer no visible benefits for their price. Although identical products may go through different processes to be sold on the market, sometimes it is difficult to discern why people should pay such hefty premiums for the products. In cases such as these, status consumption comes in. While there may be several different motivations for status consumption, the general goal is identical: oftentimes consumers will pay premiums for luxury goods with no significant differences in quality simply to reflect a high status.
Recommendation
The Chinese Luxury Goods customer is different with western Luxury owners. The western Luxury owners around age of 30 to 70, but Chinese around age of 25 to 45. (Zhu, 2007)Some of them they are rich, but a big volume of customers overdraft to buy luxuries. They can spend 70% of they income for purchase Luxury goods. The Chinese customer have to improve they knowledge of the Luxuries. For purchase Luxury is not for showing off. Is a taste of the life and is must be under good financial. The Young people is the main power of Chinese customers, is not a right phenomenon. For Chinese people, the culture and history of luxuries is still far behind. Many people buying luxuries are to show off, and people treat others very much on appearance just by the first glance. By general understanding in China, wearing luxury cloths, driving luxury cars and living in luxury houses are the prove of wealth, but Chinese people don't know too much about how to match these luxuries to their life status. Most Chinese consumers just match luxuries to fortune, but they don't understand the reality behind. Chinese people have to understand the Luxury culture, learn how to match the different lifestyle. 
Part 2
In this section you are asked to give an opinion on how much the following statement in accordance with the state of the company. 1 for "strongly disagree", 2 for "disagree", 3 for "neutral", 4 for "agree" and 5 for "strongly agree" 
